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multitrait-multimethod matrices: the Campbell-Fiske procedure, 
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implicit assumptions, as well as the strengths and weaknesses, of 
each approach are presented and their implications discussed. It 
is proposed that one should carefully examine model assumptions, 
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as overall model fits. The implications of these recommendations 
are illustrated through reanalyses of data from earlier studies of 
consumer behavior. Potentially misleading conclusions in these 
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contingencies and cognitive processes underlying that effect. Mood 
appears to affect the amount of total cognitive elaboration, bias 
the evaluation of argument quality, and peripherally affect brand 
attitudes. An experiment using print ads reveals that positive moods 
create less elaboration, which results in more heuristic processing 
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vorably influenced by positive moods—mediates brand attitudes. 
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BATRA, Rajeev see Olney, Thomas J. (March 1991) 
BELK, Russell W. see Mehta, Raj (March 1991) 


BERGADAA, Michelle M. (1990), The Role of Time in 
the Action of the Consumer (December), 289-302. 


A phenomenological approach was used to study the temporal 
system of consumers, an important but neglected aspect of in- 
dividual action and consumer behavior. Two patterns of temporal 
attitude with profoundly different implications for consumer be- 
havior were identified: some individuals appear to live and act as 
if they are more subject to deterministic functioning in relation 
to their temporal orientation, while others appear subject to vol- 
untaristic functioning. Different temporal orientations may induce 
different sorts of motivation, different plans, the consumption of 
different types of products, and different specific attitudes that 
elicit a certain organizational process in relation to products. 
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This article develops a model of how customers with prior ex- 
periences and expectations assess service performance levels, overall 
service quality, and service value. The model is applied to residential 
customers’ assessments of local telephone service. The model is 
estimated with a two-stage least squares procedure through survey 
data. Results indicate that residential customers’ assessments of 
quality and value are primarily a function of disconfirmation arising 
from discrepancies between anticipated and perceived performance 
levels. However, perceived performance levels also were found to 
have an important direct effect on quality and value assessments. 
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Shoplifting is a troubling and widespread aspect of consumer be- 
havior, particularly among adolescents, yet it has attracted litile 
attention from consumer researchers. This article reports and in- 
terprets findings on the pervasiveness of shoplifting among ado- 





lescents, the characteristics that distinguish adolescent shoplifters 
from their nonshoplifting peers, and adolescents’ views regarding 
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This study explores consumers’ inference strategies in a mixed 
choice task involving memory, external information, and missing 
information on attribute values for some brands. Accessibility of 
relevant information was manipulated, and both instructed and 
uninstructed or natural inferences were studied. Instructed infer- 
ences by low accessibility subjects conformed more with prior 
overall evaluations of the brands, displaying evaluative consistency. 
Instructed inferences by high accessibility subjects tended to follow 
a correlational rule linking missing information to other attribute 
information in memory, displaying probabilistic consistency. 
Choices conformed to inferences, and both were more variable 
when inferences were uninstructed. 
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Through a field study of 299 men and women, the effect of gender- 
related variables on Christmas-gift-shopping patterns was explored. 
Survey results suggest that women are more involved than men 
in the activity. However, men are likely to be more involved if 
they hold egalitarian gender-role attitudes. Overall, the study in- 
dicates that, while Christmas shopping may be a “labor of love” 
to some, it is most widely construed as “women’s work.” 
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This article explores the concept of market embeddedness and its 
impact on purchasing behavior in a consumer market. Embed- 
dedness exists when consumers derive utility from two sources 
simultaneously: from attributes of the product and from social 
capital found in preexisting ties between buyers and sellers. This 
framework is applied to the home party method of direct sales. 
We find that the degree of social capital present, as measured by 
the strength of the buyer-seller tie and buyer indebtedness to the 
seller, significantly affects the likelihood of purchase. 
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A factorial experiment was developed in which the reputation of 
the advertising firm and the extremity of the advertising claim 
were manipulated. Two levels of advertiser reputation, focusing 
on the expertise and trustworthiness of the sponsoring firm, were 
developed. Claim extremity was structured on a rank-order scale 
with product claims as first, third, fifth, or twentieth best-among 
100 competing brands. Product evaluation was significantly in- 
fluenced by both independent variables and by the interaction 
between the two. Measures of ad credibility helped provide an 
explanation for the findings. 
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Diagnosticity Perspective (March), 454-462. 


The effects of word-of-mouth (WOM) communications and specific 
attribute information on product evaluations were investigated. 
A face-to-face WOM communication was more persuasive than 
a printed format (experiment 1). Although a strong WOM effect 
was found, this effect was reduced or eliminated when a prior 
impression of the target brand was available from memory or 
when extremely negative attribute information was presented (ex- 
periment 2). The results suggest that diverse, seemingly unrelated 
judgmental phenomena—such as the vividness effect, the perse- 
verance effect, and the negativity effect—can be explained through 
the accessibility-diagnosticity model. 
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This research utilized an ethnographic approach io advance our 
understanding of the survival strategies employed by the homeless 
in our society. We examine the types of possessions consumed, 
how possessions are acquired through nontraditional employment 
and scavenging, and why some products are purchased while others 
are scavenged. We also look at the tools used to facilitate search, 
acquisition, storage, and consumption of these products. Finally, 
we consider the importance of community for protection of self 
and possessions and how community among the homeless affects 
consumption. Emergent themes that allow interpretation of the 
description are presented. 
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Extending the Warnerian tradition of sociai class dynamics, this 
article explores the attainment of secular immortality through 
affluence. A diverse set of literary media directed to or written 
about wealthy consumers was interpreted in a hermeneutic fashion 
to discern the dominant themes composing the ideology of afflu- 
ence. Among the themes identified were entrepreneurial achieve- 
ment, the achievement of celebrity status via consumption, and 
secular achievement in artistry and craftsmanship. The ideology 
of affluence was found to promote the seeking of personal secular 
immortality through the cultural celebration of achievement, 
wealth, and the accumulation cf possessions. 
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Why do consumers sometimes act against their own better judg- 
ment, engaging in behavior that is often regretted after the fact 
and that would have been rejected with adequate forethought? 
More generally, how do consumers attempt to maintain self-control 
in the face of time-inconsistent preferences? This article addresses 
consumer impatience by developing a decision-theoretic model 
based on reference points. The model explains how and why con- 
sumers experience sudden increases in desire for a product, increases 
that can result in the temporary overriding of long-term preferences. 
Tactics that consumers use to control their own behavior are also 
discussed. Consumer self-control is framed as a struggle between 
two psychological forces, desire and willpower. Finally, two general 
classes of self-control strategies are described: those that directly 
reduce desire, and those that overcome desire through willpower. 


HOLBROOK, Morris B. see Anand, Punam (September 
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Interval between Knowledge of a Product’s Country 
of Origin and Information about Its Specific Attri- 
butes (December), 277-288. 


Concepts related to country of origin can affect interpretation of 
information about specific product attributes. However, these effects 
are likely to be pronounced only when country of origin is conveyed 
some time before attribute descriptions, allowing a separate concept 
of the product to be formed on the basis of it. When country of 
origin and intrinsic attribute information were presented in the 
same experimental session, subjects perceived country of origin 
as simply another product attribute. When presented the day before, 
however, country of origin not only had a greater influence on 
product evaluations but affected the interpretation of attribute 
descriptions. 
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Results of a controlled experiment on the role of brand awareness 
in the consumer choice process showed that brand awareness was 
a dominant choice heuristic among awareness-group subjects. 
Subjects with no brand awareness tended to sample more brands 
and selected the high-quality brand on the final choice significantly 
more often than those with brand awareness. Thus, when quality 
differences exist among competing brands, consumers may “pay 
a price” for employing simple choice heuristics such as brand 
awareness in the interest of economizing time and effort. However, 
building brand awareness is a viable strategy for advertising aimed 
at increasing brand-choice probabilities. 


HOYER, Wayne D. see Inman, J. Jeffrey (June 1990) 
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Evidence suggests that some consumers react to promotion signals 
without considering relative price information. We adopt Petty 
and Cacioppo’s Elaboration Likelihood Model (ELM) to explain 
this behavior in terms of the ELM’s peripheral route to persuasion 
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in which the promotion signal is taken as a cue for a price cut. 
Experimental results show that low need for cognition individuals 
react to the simple presence of a promotion signal whether or not 
the price of the promoted brand is reduced, but that high need 
for cognition individuals react to a promotion signal only when 
it is accompanied by a substantive price reduction. 
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Three experiments demonstrate that the allocation of subconscious 
resources during the processing of ads can influence the evaluation 
of the brand names or logos included in the ads. The evaluation 
of a brand name is shown to depend on its placement relative to 
the ad’s focal information. Increases in brand name evaluation 
are attributed to matching activation—the elaborated processing 
of nonattended material in one hemisphere when the opposing 
hemisphere is the primary processor of the attended material. 
Implications for the design and layout of print ads and for the 
influence of advertising on purchase behavior are discussed. 
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Weight Uncertainty (March), 508-522. 


This article examines how multiattribute impressions are formed 
in riskless choice and judgment when there is uncertainty or am- 
biguity associated with attribute-importance weights. Building on 
previous results in the modeling of ambiguity in probabilities, a 
mathematical theory cf multiattribute judgments under weight 
uncertainty is developed. The theory incorporates framing effects 
for ambiguous weights in multiattribute judgments, similar to the 
gain-loss framing effects found in studies of preferences for lotteries. 
Specifically, it is shown that the importance of an attribute depends 
on whether it is seen as enhancing or preserving an expected level 
of utility in a category. The results of three experiments provide 
support for the predicted dependency of the effects of weight un- 
certainty on an attribute’s framing. The data also suggest that, 
within frames, the effects of increasing uncertainty may not be 
additive across attributes. In particular, given pairs of uncertain 
attributes with different frames, subjects acted as if they were 
applying a single frame to both attributes, resulting in a common 
direction for the weight-uncertainty effect. 
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A laboratory experiment replicates and extends prior research on 
how competitive advertising and retrieval cues affect consumer 
memory and evaluations of brands. The number and valence of 
competing ads, presence of ad retrieval cues, and valence of target 
ads were manipulated. A high level of competitive advertising 
varying in valence produced interference effects for recall and 
evaluations. Ad retrieval cues offset these effects and enhanced 
recall and evaluations even when there were no competing ads. 
Interference effects were more prorounced for recall of brand 
claims; cue effects were more pronounced for recall of cognitive 
responses and evaluations of the advertised brand. 
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How, why, and when consumers use their perceptions of advertising 
costs as cues to a new brand’s quality-related attributes is examined. 
It is proposed that consumers perceive advertising costs as devia- 
tions from expectations about typical costs in the product category. 
Perceived costs are hypothesized to affect brand perceptions in an 
inverted-U fashion, with extremely high costs leading to negative 
perceptions. The level of involvement and informativeness of ad 
content moderate this relationship. An experiment in which subjects 
are exposed to an ad for a new product provides evidence for the 
proposed model. 
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Approaches to Understanding the Determinants of 
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Data were collected for eight sets of product- and brand-level 
categories to better understand the determinants of typicality and 
the relationship between typicality and attitude for each category 
level. Measures of both feature similarity (family resemblance) 
and goal achievement (ideals, attribute structure) predicted typi- 
cality. However, the latter measures were more likely to moderate 
the typicality-attitude relationship. Frequency of instantiation was 
superior to a general familiarity measure in predicting typicality. 
Attitudes and attribute structure better predicted typicality for 
subordinate (e.g., fast-food restaurants) than superordinate (e.g., 
restaurants) categories. Implications for the nature and structure 
of product and brand categories are discussed. 
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We examined the effects of knowledge, motivation, and the type 
of message on ad processing and on product judgments. The data 
suggest that, regardless of subjects’ prior knowledge, they could 
be motivated to process message information in detail. However, 
experts and novices differed in the types of information that 
prompted detailed message processing. Experts are more likely to 
process a message in detail when given only attribute informaiion, 
while novices are more likely to do so when given benefit (or 
benefit and attribute) information. Experts and novices also differed 
in how they processed messages: experts’ detailed message pro- 
cessing was evaluative, while novices’ was more literal. 
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The things to which we are attached help to define who we are, 
who we were, and who we hope to become. These meanings are 
likely to be especially salient to those in identity transitions. In 
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this study we examine such meanings by comparing favorite pos- 
sessions of Indians in India and Indians who immigrated to the 
United States. Because the Indian sense of self differs considerably 
from Western concepts, these immigrants provide an interesting 
and important group in which to examine the use of possessions 
in securing identity. Results suggest that possessions play an im- 
portant role in the reconstruction of immigrant identity. 
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MICK, David Glen and Michelle DEMOSS (1990), Self- 


Gifts: Phenomenological Insights from Four Contexts 
(December), 322-332. 


This article reports the results of a study meant to portray a detailed 
picture of self-gift experiences in four contexts, focusing notably 
on reward and therapeutic self-gifts. Extending prior conceptual 
discussions, the findings suggest that self-gifts are a form of per- 
sonally symbolic self-communication through special indulgences 
that tend to be premeditated and highly context bound. Discussion 
centers on theoretical implications and future directions for self- 
gift research. Overall, self-gifts represent a complex class of personal 
acquisitions that offer intriguing insights on self-directed consumer 
behavior. 
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MOORE, William L. (1990), Factorial Preference Struc- 


tures (June), 94-104. 


This article presents a way to model individual preferences and 
purchase intentions under the assumption that the pattern of rel- 
ative similarity or substitutability among brands can be represented 
factorially. Factorial preference structures represent a compromise 
between the Luce model, which assumes that none of the-alter- 
natives share any common features, and EBA, which assumes that 
each possible subset of a choice set has a unique set of common 
features. Factorial preference structures are compared to several 
hierarchical structures and to one that assumes that preferences 
are simply scalable. 


MOORMAN, Christine (1990), The Effects of Stimulus 


and Consumer Characteristics on the Utilization of 
Nutrition Information (December), 362-374. 


This research investigates the effects of consumer characteristics 
(e.g., familiarity and enduring motivation) and stimulus charac- 
teristics (e.g., information format and content) on the utilization 
of nutrition information. Results indicate that both types of char- 
acteristics influence information processing and decision quality. 
Moreover, stimulus characteristics, in general, were found to fa- 
cilitate these activities irrespective of consumer differences. 
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NEDUNGADI, Prakash (1990), Recall and Consumer 


Consideration Sets: Influencing Choice without Al- 
tering Brand Evaluations (December), 263-276. 


This article focuses on memory-based choice situations where 
changes in a brand’s accessibility may affect the probability that 
it is retrieved and considered for choice. In such instances, factors 
other than evaluation may affect which brands are brought to 
mind at purchase. Two experiments are described that manipulate 
the determinants of brand accessibility and measure consequent 
effects on retrieval, consideration, choice, and evaluation. Results 
provide evidence for the influence of memory during the brand- 
choice process. For a brand to be selected in memory-based choice, 
the consumer must recall that brand and fail to recall other brands 
that might otherwise be preferred. 
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NOVAK, Thomas P. and Bruce MACEVOY (1990), On 
Comparing Alternative Segmentation Schemes: The 
List of Values (LOV) and Values and Life Styles 
(VALS) (June), 105-109. 


This article begins with a partial replication of previous work— 
a comparison of the Values and Life Styles (VALS) system and 
the List of Values (LOV). The analysis is then extended to evaluate 
the role of a set of standard demographic variables with respect 
to both psychographic segmentation systems. 
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OLNEY, Thomas J., Morris B. HOLBROOK, and Rajeev 
BATRA (1991), Consumer Responses to Advertising:- 
The Effects of Ad Content, Emotions, and Attitude 
toward the Ad on Viewing Time (March), 440-453. 


This study develops and tests a hierarchical model of advertising 
effects on viewing time. The ads studied represent a sample of 
commercials aired during prime-time broadcasts, and the effects 
are analyzed across the ads rather than across people. Primary 
emphasis is placed on the attempt to explain a simulated behavioral 
measure vi attention to television commercials—that of channel 
switching (zapping) and fast-forwarding through ads on prerecorded 
programs (zipping). In addition, the study demonstrates a chain 
of effects from the content of television ads, through emotional 
reactions and attitude toward the ad, to actual viewing behaviors. 


P 
PECHMANN, Cornelia and David W. STEWART 


(1990), The Effects of Comparative Advertising on 
Attention, Memory, and Purchase Intentions (Sep- 
tember), 180-191. 


There is discrepancy between practitioners’ views of comparative 
advertising and null findings by academics. However, in most 
studies, subjects’ attention to and memory of the comparative 
claims were inflated, which may have precluded effects on these 
variables and on purchase intentions. This study manipulated 
market share and type of comparative claim, used nonforced ex- 
posure, measured attention via a computerized magazine, and 
assessed memory and purchase intentions after a 24-hour delay. 
Some findings are that direct comparative claims attract attention 
and thereby enhance purchase intentions for low-share brands but 
detract from purchase intentions for established brands by in- 
creasing awareness of competitors and sponsor misidentifications. 


PETTY, Richard E. see Schumann, David W. (September 
1990) 


POLLIO, Howard R. see Thompson, Craig J. (December 
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RUBIN, Rose M., Bobye J. RINEY, and David J. MOL- 
INA (1990), Expenditure Pattern Differentials Be- 


tween One-Earner and Dual-Earner Households: 
1972-1973 and 1984 (June), 43-52. 


The impact of women’s changing work roles on household ex- 
penditures by married couples is analyzed for 1972-1973 and 
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1984 utilizing data from the Consumer Expenditure Survey (CEX). 
One-earner households with a non-working wife (NWW) are com- 
pared at the same level of after-tax income to dual-earner house- 
holds in which the wife works part time (PWW) and to those with 
wives working full time (FWW). The analysis indicates that ex- 
penditure shares are fairly consistent among types of households 
over time in terms of wife’s work status and income levels and 
that income is the most important determinant of expenditures. 
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SCHOUTEN, John W. (1991), Selves in Transition: 


Symbolic Consumption in Personal Rites of Passage 
and [dentity Reconstruction (March), 412-425. 


The consumption of aesthetic plastic surgery is examined with 
the broader context of daily life in an investigation of the motives 
and the self-concept dynamics underlying this symbolic consumer 
behavior. Data were collected in multiple, in-depth, ethnographic 
interviews, and analyzed by a constant comparative method re- 
vealing insights into both a priori and emergent themes. A priori 
themes regarding body image, impression management, symbolic 
self-completion, and possible selves are developed through a lit- 
erature review and discussed briefly in light of the findings. Emer- 
gent themes, including role transitions, sexual selves and romantic 
fantasies, control and efficacy, and identity play are developed 
and embedded in a discussion of identity reconstruction and per- 
sonal rites of passage. It is concluded that consumption activities 
are important to both the maintenance and the development of 
a stable, harmonious self-concept. Directions for future research 
are discussed. 
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Scott CLEMONS (1990), Predicting the Effectiveness 
of Different Strategies of Advertising Variation: A 
Test of the Repetition-Variation Hypotheses (Sep- 
tember), 192-202. 


Two strategies for varying the content of ads over repeated pre- 
sentations are distinguished, and the effectiveness of these strategies 
are examined at two different levels of consumer motivation to 
process the ads. Consistent with the hypotheses, experiment 1 
found that a cosmetic variation strategy (variation in nonsubstantive 
features of an ad across multiple presentations) had greater impact 
on attitudes when motivation to process the ad was low (as induced 
by low personal relevance of the product). Experiment 2 found 
that a substantive variation strategy (variation in relevant product 
attributes across multiple presentations) was more influential when 
motivation to process the ad was high. These results are consistent 
with the Elaboration Likelihood Model of persuasion. 
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Needledrop: A Rhetorical Approach to Music in Ad- 
vertising (September), 223-236. 


Studies of music in advertising have tended to characterize music 
as a nonsemantic, affective stimulus working independently of 
meaning or context. This implicit theory is reflected in methodology 
and procedures that separate music from its syntax of verbal and 
visual elements. Consequently, the consumer’s ability to judge 
and interpret music as part of an overall rhetorical intension is 
overlooked. This article proposes an alternative theory—that music 
is meaningful, language-like—and calls for both interpretive and 
empirical research as ways of exploring a richer, potentially more 
explanatory concept. 
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The ethnographic case study presented in this article illustrates 
the institutional complexity and sociocultural significance of a 





midwestern American flea market. A conception of marketplace 
structure and function that incorporates informal and festive di- 
mensions of consumer behavior is advanced. The article explores 
the relationship of primary and secondary economic activity. Buyer 
and seller behavior, marketplace ambience, the social embedded- 
ness of consumption, and experiential aspects of consumption are 
considered at length. 
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Inference Effects without Inference Making? Effects 
of Missing Information on Discounting and Use of 
Presented Information (March), 477-491. 


Subjects evaluated a focal set of single-attribute product descriptions 
along with descriptions of competing brands that systematically 
altered what attributes subjects perceived as missing from the 
product descriptions. This manipulation selectively increased 
thoughts about undescribed attributes and led to (a) reduced effects 
of described-attribute levels on product evaluations and (b) lowered 
evaluations of a target set of products. In the past, similar effects 
have been interpreted as evidence that subjects incorporated in- 
ferred missing-attribute values in their evaluations. However, the 
results of the present study suggest that neither effect was mediated 
by inference making. Process tracing data showed that noting an 
attribute as missing was usually not followed by inferences about 
its value. 
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Services (March), 385-397. 


Data from the Bureau of Labor Statistics Consumer Expenditure 
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An existential-phenomenological description of everyday consumer 
experiences of contemporary married women with children is of- 
fered. An idiographic case study provides a thick description of 
this phenomenon and illustrates the hermeneutic process used in 
the interpretation. Following the case study, three interpretive 
themes are presented as mutually related aspects of an experiential 
gestalt that is shaped by the contextual ground of participants’ 
life-world situations. Viewed holistically, the thematic aspects ex- 
hibit several dialectical relations that can be understood in terms 
of the emergent meaning of free choice. The applicability of this 
experiential gestalt to other life-world contexts is discussed. 
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The approach combines social network analysis with a cognitive 
network perspective to enable the researcher to study how social 
structure influences cognitive structure and how shared cognitive 
structure influences choice. This perspective is applied to how a 
group (with several subgroups) makes a consumer decision with 
consequences for the entire group. The results show that social 
structure influences cognitive structure, that shared knowledge is 
related to choice, and that the sociocognitive perspective provides 
new insights to prior literature on group decision making and the 
relation between group membership and brand choice. 
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This study investigated one particular way that contextual materials 
can affect the processing of ambiguous product information in 
print ads. It was proposed that prior exposure to contextual factors 
can prime certain product attributes and subsequently increase 
the likelihood that consumers interpret product information in 
terms of these activated attributes, thereby affecting the evaluation 
of the advertised brand. Two experiments were conducied to test 
the hypothesis, and the results demonstrated that specific attributes 
relevant to evaluating the advertised brand varied in their acces- 
sibility as a function of the context and that these variations in- 
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